MEETINGS 


THE CANNING TRADE 


Canners League Holds Sample 
Cuttings 


1800 Attend Annual Cutting and Get-together—New Film Shown 


—Experimental Packs Displayed. 


With an attendance of about 1800, the 
34th Annual Fruit and Vegetable Sample 
Cuttings sponsored by the Canners 
League of California, was held in the 
Fairmont Hotel, San Francisco, January 
24 and 25. The event was ushered in by 
a light rain regarded by members of the 
industry as a good omen, with precipita- 
tion for the season to date as such a low 
level. 


NEW FILM SHOWN 


In connection with the cuttings there 
were daily showings of a new color film 
presented for the first time, a production 
prepared under the personal direction of 
M. A. Clevenger, Executive Vice-Presi- 
dent of the League, and produced by Dr. 
George S. Eby, Professor of Chemistry 
and Photography, Stockton College, 
Stockton. The film was designed to stim- 
ulate the sale of canned foods and will 
be shown in schools and colleges, clubs 
and similar organizations. It shows in 
a graphic manner the planting and culti- 
vation of crops, the dusting and spraying 
of orchards by the use of planes, the har- 
vesting of crops and the quick transit to 
canneries, 


Those who see the film witness all the 
field steps and are then taken through 
modern canneries to observe in detail the 
process of washing, grading, the filling of 
cans, sterilization, filling of cases and 
distribution to the markets of the world. 
The exporting end of the industry fea- 
tured views from the air of San Fran- 
cisco, shipping and the great bridges that 
srace San Francisco Bay and the Golden 
Gate. So popular did the film prove that 
‘t was found necessary to make more 
showings than originally planned. 


FRUIT CUTTING 


The morning of January 24th was 
given over to the display of clingstone 
and freestone peaches in the usual man- 
ier, with each of the samples bearing 
only a code number. Several hundred 
samples were shown and these reflected 
the large size of the fruit handled last 
Season and its general excellent color and 
quality, Also shown was a display of new 
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varieties of cling peaches made by Prof. 
L. D. Davis, University of California. 
These were from orchards planted in 
1952, with ripening dates running a wide 
range, from July 10 to September 11 in 
1956. 


The afternoon display embraced apri- 
cots, cherries, figs, fruit cocktail, fruits- 
for-salad and pears. In connection with 
this was an experimental pack of grapes 
made by Prof. H. P. Olmo, University of 
California. 


VEGETABLE CUTTING 


The display next day covered the vege- 
table range, including asparagus, spin- 
ach, green beans, tomatoes, tomato juice 
and tomato paste. Along with this was a 
showing of an experimental pack of to- 
matoes by the Truck Crop Division, Uni- 
versity of California, Davis. 


The sample cutting events were pre- 
sided over by League president, F. H. 
Waldron, part owner president and gen- 
eral manager of the Manteca Canning 
Co., aided by a steering committee made 
up of David Childs, Libby, McNeill & 
Libby, Sacramento; N. E. Liles, Tri-Val- 
ley Packing Association, San Jose; 
Robert Quirk, Hawaiian Pineapple Com- 
pany, San Jose; Adolph Asti, S & W 
Fine Foods, Inc., Redwood City, and 
Bruno Filice, Filice & Perrelli Canning 
Co., Ine., Richmond. 


The afternoon meeting took the form 
of a luncheon attended only by Canners 
League Members and staffs of the Na- 
tional Canners Association and Canners 
League. Introductory remarks were made 
by Canners League president, F. H. Wal- 
dron, followed by reports by Judging 
Committee Chairmen. A summary was 
made by Dr. Ira Somers, Associate Direc- 
tor, Western Branch Research Labora- 
tories, National Canners Association, 
Berkeley, Calif. 


ENTERTAINMENT 


Convention entertainment took the 
form of a Suppliers’ Reception on the 
evening of the first day, with attendance 
around the 1800 mark. This was held in 


F. H. WALDRON 


the hotel’s Gold and Venetian rooms and 
included refreshments, music, dancing 
and entertainment by artists in various 
fields. Sixty-one companies joined as 
hosts from the field of machinery, metal 
and glass containers, labels, boxes, tin 
plate, sugar, seeds and seasoning. 


Peach Day—The California Canning 
Peach Association and the University of 
California are sponsoring the annual 
Peach Day event to be held March 2 on 
the campus of the University at Davis, 
Calif. The subjects to be discussed run 
the wide range from the planting of 
orchards to the care of trees and the 
processing of the fruit. 


National Cranberry Association—Ken- 
neth G. Garside of Duxbury, Massachu- 
setts, has been appointed Vice-President 
in Charge of Finance of the National 
Cranberry Association. A grower mem- 
ber of the cooperative for many years, 
Mr. Garside was elected to the Board of 
Directors in 1946 and became a member 
of the staff when in 1955 he accepted the 
position as Assistant to the President. 
The Association maintains headquarters 
at Hanson, Massachusetts. 


National Food Brokers Association has 
admitted the following firms to member- 
ship: Jack Bowen Company, Atlanta, 
Georgia; Bowen Brokerage Company, 
Ine., Chicago, Illinois; Hart Company, 
Tampa, Florida; Kuhns Brokerage Com- 
pany, Wichita, Kansas; Ralph L. Ritter 
Company, Grand Rapids, Michigan; John 
K. Waite & Son, Seattle, Washington; 
Welsh Brokerage Company, Des Moines, 
Iowa; Wheatley Brokerage, Inc., Char- 
lotte, North Carolina; and W. W. Broker- 
age Company, Des Moines, Iowa. 
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WASHINGTON 


USDA Reports on Food Consumption 
Survey 


Over 6,000 households surveyed include all types of localities and 
income groups — New Foods Acceptance Advancing — Canned 


Fruit & Vegetable Chart. 


New food products have gained a place 
in households but have not caught up 
with the more conventional items, the 
U. S. Department of Agriculture reports 
in the first of a series of reports which 
will be based on a nationwide survey con- 
ducted by the Agricultural Research 
Service and the Agricultural Marketing 
Service. 


About one-fifth of all households in 
the country reported have used frozen 
concentrated orange juice at least once 
during a week in the spring of 1955, when 
the survey was made. But nearly one- 
half used fresh oranges during the week, 
and one-fifth used canned citrus juice. 


Flour mixes, such as pancake, cake, hot 
bread and other kinds, were used by 4 
in 10 families at least once during the 
week. This could mean some return of 
baking to the home, although nearly all 
families used store or bakery bread and 
8 in 10 reported use of other kinds of pur- 
chased baked goods. 


Other popular convenience foods used 
from purchased sources were: Ice cream, 
by 57 percent of the families, ground 
beef, by 58 percent, lunch meat, 55 per- 
cent, jellies and jams, 45 percent. 


Low-income families were less likely 
to be users of convenience products, 
though users were found in all groups. 
Frozen orange juice appeared in the 
week’s reports of 8 percent of the house- 
holds with incomes under $2,000 and 45 
percent of those with incomes between 
$8,000 and $10,000. In the farm group, 
10 percent used frozen orange juice, com- 
pared with 26 percent of the urban house- 
holds. 


Division of the household food. dollar 
among the various commodity groups is 
about the same as it was before the new 
convenience foods became available. Half 
of the household food money is spent for 
meat, poultry, fish, milk products, and 
eggs; one-fifth for fruits and vegetables; 
and the remainder for cereals, bakery 
products, fats, beverages, and miscellane- 
ous foods. 


This report on household food con- 
sumption in the U. S., with eight pages 
of text and 187 pages of tables, is the 
first of a series of five such reports. Each 
of the next four, to be issued shortly, 
will cover a specific geographic region 
in the U. S. 


The 6,060 households included in the 
survey were from all over the country, 
in urban, in rural nonfarm and farm 
areas. These households represent all 
income classes. The report gives infor- 
mation on patterns of consumption and 
money value for over 200 food items. The 
information will be useful to many kinds 
of food businesses and to agricultural 
groups in determining the demand for the 
major types of foods. 


Single copies of “Food Consumption of 
Households in the United States,’’ House- 
hold Food Consumption Survey 1955 Re- 
port No. 1, may be obtained free from the 
Office of Information, U. S. Department 
of Agriculture, Washington 25, D. C. 


In the following table are data on na- 
tionwide consumption of canned fruits 
and canned vegetables (except baby 
foods) in a week, April-June, 1955, as 
reported by USDA: 


DRIED FRUIT DATE EXTENDED 


The U. S. Department of Agriculture 
January 16 announced extension of the 
delivery period specified in Purchase 
Authorization No. 21-09 issued to Austria 
on May 25, 1956, under Title I of Public 
Law 480. The authorization provided for 
purchase of $250,000 worth of dried fruit. 
Terminal date of the delivery period has 
been extended from December 31, 1956, 
to April 1, 1957. Other terms and condi- 
tions of the purchase authorization re- 
main the same. Purchases under this 
authorization have been completed. 


CANNED GRAPEFRUIT 
PURCHASE 


Offers have been accepted for 197,000 


cases of canned grapefruit sections, the - 


U. S. Department of Agriculture has an- 
nounced. Purchases, using funds appro- 
priated under the National School Lunch 
Act, include 142,000 cases of 12/3 cylin- 
der cans at net prices ranging from $4.36 
to $4.53, averaging $4.467, per case, and 
55,000 cases of 24/2’s at net prices rang- 
ing from $3.54 to $3.625, averaging 
$3.592, per case. Shipments will be made 
during the period January 27 through 
March 16, 1957, to schools participating 
in the National School Lunch Program. 
On December 13, 1956, the Department 
announced the purchase of 196,000 cases 
of this product. Purchases have now been 
completed, the Department said. 


TUNA PACK UP 


The Southern California tuna industry 
racked up its biggest year in history in 
1956, according to figures released by the 
California Fish Canners. Association, 
which show that Sales amounted to 10 
million cases. 

Ten years ago, in 1946, sales totaled 
some 4 million cases. The previous all 
time high was 8 million 300-thousand 
cases recorded in 1953. 

Southern California fisherman also had 
a big year in 1956—landing 160,000 tons 
of tuna. This was well ahead of the 1955 
catch of some 126,000 tons. 

Southern California is the center of 
the U. S. tuna industry, accounting for 
85 percent of the national production. 


NATIONWIDE WEEKLY CONSUMPTION OF CANNED FRUITS AND VEGETABLES 
Canned Fruits Canned Vegetables 4 
Percentage Money Percentage Money 
per per wuseholtas per per 
using household household using household household 136 SAMPLES CUT IN 
(percent) (pounds) (dollars) (percent) (pounds) (dollars) GREEN BEAN QUALITY STUDY fe 
All households 52.7 1.38 .30 73.7 2.50 45 
One-person households. ...........ecee 38.2 65 14 554 1.04 20 In the article “Fibre as a Measure of 
Households of 2 or more persons... 54.0 1.44 31 75.3 2.63 7 Green Bean Quality” by Dr. Maurice 
2 32.5 73 5 5 
Under $1700 26.0 153 ‘29 Siegel, which appeared in the January 2s 
$1,000-$2,000 36.6 86 18 63.9 1.97 33 issue of “The Canning Trade,” page 47, 
29 2°96 Dr. Siegel reminds that there were 136 | 
$4,000-$4,999 . 59.6 1.63 35 79.3 2.76 50 samples of canned cut and sliced style 
55 beans examined in the study. No definite 
$8,000-$9,999 .... 70.5 1.94 42 79.1 2.84 54 number was stated in the article itself. 
$10,000 and over 72.6 2.17 .48 70.7 2.40 52 
Not classified 52.8 1,25 27 74.2 2,82 41 
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CROWN VETERANS RETIRE 


Eight veteran members of the sales 
staff of the Crown & Closure division 
of Crown Cork & Seal Company, Inc., 
and their wives were the guests-of-honor 
last month at a dinner marking their re- 
tirement at year-end from the company. 
The dinner, held in the company’s head- 
quarters’ city of Baltimore, was tendered 
by Crown’s top management to pay trib- 
ute to 242 years of service represented 
by eight retirees. Russell Gowans, presi- 
dent, presented mementoes to each of the 
honor-guests. 


The senior of the group, with 44 years 
and 10 months of service, was William 
Galvagni, of the Cincinnati, Ohio, district 
office, who joined Crown November 18, 
1912. The remaining seven, their most 
recent Crown district office assignment, 
and their lengths of service are: 


Edward J. Monckton, Denver, Colo. dis- 
trict, 37 years, 9 months; Murray R. Per- 
kins, Baltimore, Md: headquarters, 36 
years, 5 months; Richard W. Snow, Bir- 
mingham, Ala. district, 31 years, 6 
months; Carroll F. Gobright, Detroit, 
Mich. district, 27 years, 10 months; Ash- 
ley V. Black, St. Louis, Mo. district, 27 
years, 8 months; Harry W. Taylor, At- 
lanta, Ga. district, 23 years, 9 months and 
John F. Boyd, Memphis, Tenn. district, 
17 years. 


AGRICULTURE 


CANNERS PRESENT AWARDS 
TO TOP TOMATO GROWERS 


At the Pennsylvania Farm Show on 
Tuesday, January 15, 1957, the Keystone 
State’s top tomato growers received 
plaque awards in recognition of their 
outstanding growing accomplishments in 
1956. Jack R. Grey, Executive Secretary 
of the Pennsylvania Canners Association, 
York, Pennsylvania, made the plaque 
presentations at the afternoon session of 
the Pennsylvania Vegetable Growers As- 
sociation meeting. 


Awards were made to Milton E. Eisen- 
hard, Ivyland, Bucks County, who had 
an average yield of 27.09 tons per acre 
on an 11.1 acre plot, for the Highest 
Yield in Class I Growers (8-acres and 
over); William Zimmerman, Hatboro, 
Montgomery County, has the highest 
average yield in Class II Growers (3 to 
8 acres) with 24.14 tons per acre on a 
7.5 acre plot; James Love, Warrington, 
Bucks County, had an average yield of 
26.95 tons per acre on a 1.9 acre plot in 
Class III Growers (1 to 3 acres). Mr. 
Love also topped the list in Highest Qual- 
ity tomatoes grown . 83.7 percent No. 
1’s, under the Class III classification. 

Receiving a plaque award for the High- 
est Quality Tomatoes in Class I was 


James Hirokawa, North Wales, Mont- 
gomery County, with a grade of 82.7 per- 
cent No. 1’s on a 37.1 acre plot. Highest 
Quality producer in Class II was William 
K. Martin, Elizabethtown, Lancaster 
County, with an average of 79.526 per- 
cent No. 1’s. 


In addition to the Plaque Awards to 
the top tomato growers, the P.C.A. 
awarded Certificates of Merit to the 66 
growers whose average yield per acre 
was 20 or more tons, thereby qualifying 
them as a member of the Master Tomato 
Growers Club. 


The Master Tomato Growers Club is 
sponsored by the Pennsylvania Canners 
Association to stimulate interest in grow- 
ing tomatoes for processing by the ex- 
panding canning industry of the State; 
to encourage the use of modern cultural 
methods in producing high yields and 
high quality tomatoes on Pennsylvania 
farmlands; and, to promote a closer feel- 
ing of cooperation between the tomato 
grower and the processor. 


The names of the Award winners, the 
Master Tomato Growers, and a listing of 
the 650 growers in Pennsylvania with 
yields of 10 to 20 tons per acre, will be 
published in the February issue—Tomato 
Yearbook—of the “Pennsylvania Packer.” 


Pennsylvania tomato growers reported 
an average yield per acre of 9.2 tons in 
1956. This compares with the average 
yield per acre of 4.5 tons in 1955. 


unit dices 


Beef Pork Mutton +.Turkey Chicken + Onions 


Citrus Peel + Celery + Peppers : Cabbage « Mushrooms 


Two popular Urschel units, Models “L’ and “SL” have been 
combined into one machine to give Packers the best value in 
years of economy and production efficiency! 


Hi Two hoppers are featured: Hopper at left for beef, pork, mutton, onions, 
cabbage, etc. Hopper at right for chicken, turkey, celery, peppers, etc. 

HSL” section dices cubes of 4”, %”, 2”, and pieces up to 2” x 1” x 1”. 

WL” section dices squares of 4", %”, ¥2", %”, and 1”. 

Wi Features rugged strength, quick cleaning, easy maintenance. 

Hi Occupies only 17 sq. ft. floor space. 


Send for Urschel Bulletin 
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SALES & PROMOTION 


TELEVISION CORN—This “Creole Corn Casserole” was fea- 
tured on the January 28 NBC-TV News Show during “Case 
O’Canned Corn Week,” the height of the food industry’s nation- 
wide sales campaign to tell consumers of the versatility of canned 
sweet corn. NBC-TV News, now sponsored by American Can 
Company, is seen and heard on 89 stations, coast to coast, and 
covers a potential audience of more than 35 million homes. Nu- 
trition experts in Canco’s own Home Economics Kitchen created 
this casserole to demonstrate the many uses of canned corn. 
Made exclusively from canned products—cream or whole kernel 
corn, spaghetti sauce, Vienna sausages and grated cheese—the 
delicious entree takes only 25 minutes to prepare, including oven 


time required to melt the cheese. 


The Key to Product Promotion 


The way to increased consumption is 
not simply the promotion of a product in 
the same familiar form or dish, according 
to Mabel Flanley, Executive Director of 
the Processed Apples Institute, in an 
address at the Annual Meeting of the 
New York State Horticultural Society 
held in Rochester, New York. “The key 
is to promote a product as an ingredient 
in a thousand dishes, new and old; to 
promote adventure in meal planning.” 


Citing the promotions that resulted in 
what she described as a remarkable in- 
crease in the consumption of apple prod- 
ucts, Miss Flanley said, “An indisputable 
sales point to the modern homemaker is 
convenience. In the words recently ex- 
pressed by the president of a large super- 
market, ‘What the housewife wants from 
the food industry is maximum conveni- 
ence with the minimum of effort.’ Recog- 
nize it—and capitalize on it. If there are 
women—and there are—who will use ten 
times more apples when they are at hand 
in bottles, cans or jars—when they need 


do no coring, slicing or peeling—then cul- 
tivate those customers who vote for con- 
venience by selling them processed apples 
—lots of them. Popularization of tomato 
juice didn’t kill the fresh tomato market. 
It made more people tomato conscious. 
It sold more of the tomato crop. The 
same is true of- orange juice. Selling 
more apples in all forms is good business 
for the apple growers as well as proc- 
essors,” 


INCREASED CONSUMPTION 
DOCUMENTED 


‘In explaining the increases in the con- 
sumption of apple products, Miss Flanley 
compared the 1954-55 pack year with the 
average annual consumption for the five- 
year period of 1946-50: Apple Sauce up 
57 percent Apple Juice up 63 percent and 
which have grown to a substantial pro- 
Apple Slices not including pie mixes 
portion, were up 29 percent. The popula- 
tion over this same period increased by 
9.5 percent. So, the actual increases in 
consumption of apple products over and 


above what might have been anticipated 
due to a rising population were 44 per- 
cent for Sauce, 47 percent for Juice and 
17 percent for Apple Slices. In 1955-56, 
with a further increase in total consump- 
tion—apple sauce going up another 7 or 
8 percent—an all-time record was set— 
the greatest movement of apple products 
in history. 


P.A.I. FILM INTRODUCED 


Following her talk, Miss Flanley intro- 
duced a new promotional tool, launched 
by the Processed Apples Institute this 
year, “Every Day Is Apple Day,” a 12%- 
minute color motion picture, available in 
full color for schools and adult group 
showings; also in black and white for TV. 
The demand has kept every available 
print in distribution since it was released 
in September, following a preview show- 
ing to the press in New York. During 
the year, this vivid “sales message” -will 
be carried to nearly 5,000,000 viewers— 
potential customers of apple products. 
The film is a good example of the per- 
suasive appeal P.A.I. has used effectively, 
in all media, to build better markets for 
apple products. 


CANNED FOODS PLEASE! 

If these three Chicago brokers have anything to do with it, a 
convention delegate attending the NCA, NFBA, CMSA Con- 
vention the middle of this month will be able to sit down at a 


table anywhere in Chicago, order canned foods, and get them. 
Left to right they are: Harry Proctor, Chairman of NFBA’s 
Canned Food Committee, and Chairman of the Chicago Food 
Brokers Special Committee to work with the Chicago Chefs Asso- 
ciation, leading hotels and restaurants; Brad Sturgeon, CFBA 
Secretary-Treasurer; and Albert H. Falk, CFBA President. Other 
members of this task force committee are: Louis Hilfer and Wil- 
liam Klein. 

From over N.C.A. way we learn that hustling Nelson Budd 
hasn’t exactly been standing still on this worth while project, 
though, unfortunately, we don’t have a picture of it. Attractive 
table tents, menu stickers, and menu clips have been designed 
by George Anderson and his associates. Samples have been sent 
to leading hotels and offered in quantity free of charge, for use 
wherever meals are served. 

It’s a beautiful job. All three pieces present the theme “We 
proudly present a menu featuring America’s quality canned 
foods.” 

All that’s needed now is customers. It will be interesting to see 
if the Canning Industry itself will “bite.” “The Canning Trade” 
offers an all expense paid trip to the moon for two for the first 
picture of a delegate eating a can of corn for lunch in a recog- 
nized restaurant. We said “eating” and “can.” 
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CANCO-TV SHOW PROMOTES 
CANNED CORN 


American Can Company, new sponsor 
of the NBC-TV News Show, first pro- 
gram on January 28 featured a film pro- 
moting the use of canned corn. The ini- 
tial program tied in with the food indus- 
try’s nationwide sales campaign on 
canned sweet corn, “Case O’ Canned Corn 
Week,” January 23- February 2. 


The film detailed the preparation of a 
tasty new “Creole Corn Casserole” dish, 
created by nutrition experts in the com- 
pany’s own Home Economics Kitchen, 
Cans of cream style or whole kernel corn, 
spaghetti sauce, Vienna sausages and 
grated cheese are all that are required 
for its easy, 25-minute preparation. 


Time on the program was also devoted 
to describing containers for fruits and 
vegetables, milk and automotive products. 


The NBC-TV News program is seen 
and heard on 89 stations, coast to coast, 
and covers a potential audience of more 
than 35 million homes. It features vet- 
eran commentators Chet Huntley and 
David Brinkley. The program emanates 
from the NBC Studios in New York and 
Washington at 7:45-8:00 p.m., EST and 
is sponsored by Canco every other Mon- 
day evening. 


York County Dutch Onions are now 
being packaged in glass containers by the 
Hungerford Packing Company, Inc., 
Hungerford, Pennsylvania, one of the 
world’s largest processors of canned 
whole onions. This glass package com- 
plements the full line of tin currently 
being offered nationally by Hungerford. 
Glass containers are supplied by Owens- 
Illinois Glass Company, Toledo; closures 
by White Cap Company, Chicago and 
labels by Piedmont Label Company, Bed- 
ford, Virginia. 


FROZEN FOOD PROMOTION 
BOOKLET 


The National Association of Frozen 
Food Packers has released a new promo- 
tional booklet and announced plans for 
distributing it in large quantities to the 
public. Lawrence S. Martin, secretary- 
manager of NAFFP, reports that the 
booklet is part of the association’s over- 
all public relations program and will be 
directed primarily to students, women’s 
clubs, and homemaking organizations. 


The booklet is entitled “8 Ways To Eat 
Better” and stresses the eight advantages 
of using frozen foods in the kitchen. The 
eight advantages are convenience, year 
’round availability, variety, consistent 
quality, nutrition, fresh flavor, natural 
color, and economy. There is also a brief 
history of the frozen foods industry. 


The booklet will be used in conjunction 
with the association’s 16mm motion pic- 
ture “Design for Dining.” This film is 
being heavily booked by schools and clubs 
in addition to its television showings, 
and plans are to offer the booklet free to 
audiences. 


The booklet is 5% x 8% inches in size, 
24 pages, and is printed with two colors 
inside and four colors on the cover. A 
price list will soon be distributed to mem- 
ber packers who wish to place quantity 
orders of the booklet with their company 
name imprinted. 


For Canning Fanciest Cremogenized 
and Whole Kernel Corns: 


HUSKERS, CUTTERS, SILKERS, FLOTATION 
WASHERS, ROD-SHAKERS, TRIMMERS, 
CAN SHAKERS, CREMAKERS, 
MACERATORS, SANITARY MIXERS, 
SUCCULOMETERS, CONSISTOMETERS, 
AND ACCESSORY EQUIPMENT. 


THE UNITED COMPANY 


WESTMINSTER MD 
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TOMATO 


Portsmouth 


HAMPERS 


Planters Manufacturing Company, Inc. 
Phone EXport 7-0744 


5/8 Tomato Field Hamper 


Our 5/8 Tomato Field Hampers 
are made of selected hardwoods 
for added durability and long 
life. Supplied with Plastex or 
Cellu-san treatment if desired. 


Write or phone for full information 


Virginia 
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Ohio Canners Association—Wilbur A. 
Gould of Ohio State University has been 
elected to succeed Paul Hinkle as Secre- 
tary Treasurer of the Ohio Canners Asso- 
ciation. It was announced last fall that 
Mr. Hinkle would resign the office in 
order to give more time to his civic 
duties. 


American Home Foods—Fred G. Robbe, 
for a number of years Advertising Man- 
ager of P. Lorillard Company, has been 
appointed Director of Advertising of 
American Home Foods Division of Amer- 
ican Home Products Corporation. The 
appointment was effective February 1. 


Exchange Oyster Roast—Canners and 
allied interests in the Baltimore area 
gathered at the Park Plaza Hotel on Fri- 
day evening, January 25, for the Balti- 
more Canned Foods Exchange Annual 
Oyster Roast. As usual the crowd was 
large and the oysters, which were served 
in every conceivable style, were “out of 
this world.” Ernie Langrall, Exchange 
Secretary, deserves only the highest 
praise in the manner with which he han- 
dles these affairs each year in providing 
the very best oysters to be had anywhere. 
It’s an affair that is always looked for- 
ward to by Exchange members and their 
suppliers and brokers. 


Hawaiian Pineapple Company—Lorane 
Cooley, with 10 years of experience in 
home economics, radio, television, pub- 
lication and promotion work, and most 
recently Home Economist for C & H 
Sugar Refining Company in San Fran- 
cisco, has been appointed Consumer Serv- 
ice Director of the Dole Hawaiian Pine- 
apple Company in San Jose, succeeding 
Roberta Quinn, Dole’s “Patricia Collier” 
for the past three years, who has re- 
signed to be married. 


James A. Weaver Company, Lancaster, 
Pennsylvania, manufacturers agent, has 
been granted a corporate status and the 
following officers have been elected: 
James A. Weaver, President; Vernon A. 
Frey, Executive Vice-President; Sylvia 
R. Schneider, Secretary; and M. B. 
Weaver, Treasurer. Also elected to exec- 
utive positions are Robert A. Frey, Direc- 
tor Northeastern Pensylvania area; Jack 
C. Martz, Director Central Pennsylvania 
area. 
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Gervas Canning Company, Fredonia, 
New York, canners, has announced that 
John de Doelder, previously Sales and 
Production Manager, has been appointed 
Executive Vice-President and General 
Manager of the company. With the pass- 
ing of Stanley J. Drago, owner and Presi- 
dent of the company until his death in 
1951, the business has continued under 
the guidance of Katherine Drago Mc- 
Abee, who had been associated with her 
father in the business for several years. 
The company is a leading canner of green 
and wax beans, tomatoes, tomato prod- 
ucts, and fruits in New York State, and 
has packed these items continuously for 
over 40 years, operating plants at Fre- 
donia and Forestville. 


Indiana Canners Association—Frazier- 
Schafer Farms, Elwood, Indiana, canners, 
have been admitted to membership in the 
Indiana Canners Association. 


R. W. Jones Canning Corporation, Ar- 
lington, Indiana, has sold the building 
housing the Carthage plant and is trans- 
ferring their tomato canning operation 
to the Arlington plant. Hereafter both 
tomatoes and corn will be packed at 
Arlington. 


Lord-Mott Company, Baltimore, Mary- 
land, canners and originators of the 
French style bean, are introducing “Tur- 
nupea Dinner,” a combination of turnup 
greens, blackeye peas and smoked pork, 
as a new meal-in-a-can product, which 
is being test marketed in Baltimore, New 
York, St. Louis, and several rural Vir- 
ginia communities. The product is com- 
pounded from an old Southern recipe 
and is ready to eat as soon as heated, 
avoiding the long soaking and boiling 
process necessary if otherwise prepared. 


Crown Cork & Seal Company—S. V. 
Tuttas, formerly Division Manager of 
Sales of the Crown and Closure Division, 
has been appointed Director of Sales for 
the Crown Cork & Seal Company, and 
will make his office at the company’s 
headquarters in Baltimore, Maryland. 
William R. Fox succeeds Mr. Tuttas as 
Manager of Sales of the Crown and Clos- 
ure Division. In his new post Mr. Tuttas 
will be responsible for the direction of 
company-wide sales activities of the com- 
pany’s four divisions. 


THE CANNING TRADE 


Wisconsin Raw Products Conference— 
245 canners and their fieldmen registered 
for the Annual Raw Products Conference 
held at the University of Wisconsin, 
Madison, January 23 and 24, and judging 
by the questions and discussions from the 
floor, following many speakers, the Con- 
ference was of unusual interest to those 
in attendance. 


Continental Can Company—J. C. Hen- 
dricks, Sales Manager, Folding Cartons 
of Robert Gair Division of Continental 
Can Company, is transferring his head- 
quarters from Chicago to New York City. 
Charles A. Colbert, Western Sales Man- 
ager, is transferring his headquarters 
from Chicago to the carton fabricating 
plant at Flkhart, Indiana. Homer L. 
Humble, who was Vice-President of the 
International Brotherhood of Pulp, Sul- 
phite and Paper Mill Workers Union at 
Mobile, Alabama, has joined the Indus- 
trial and Community Relations Depart- 
ment of the Robert Gair Division. 


The California Packing Corporation, 
with headquarters at San Francisco, 
Calif., has installed a newly advanced 
IBM “Tape 560” magnetic drum data 
processing machine, the first of its kind 
in this territory. The machine automati- 
cally processes data and can make deci- 
sions at the rate of 2300 a second. It 
weighs 18 tons. 


Associated Blue Lake Green Bean Can- 
ners, Inc, in Oregon and Washington are 
scheduling the largest group of full color 
advertisements since the association was 
formed in 1951. Using full color photo- 
graphs of the Blue Lake variety green 
beans in appetizing recipes, ads are 
scheduled to appear in Good Housekeep- 
ing, Ladies’ Home Journal and McCall’s 
magazines during February and March. 
The schedule was released to support the 
many cannned foods promotions held by 
retailers at the same time. Point of pur- 
chase display material is available with 
free imprint from regular suppliers of 
Blue Lakes. 


For the institutional trade, a new series 
of quantity recipes is available. These 
may be obtained from suppliers or by 
writing the Blue Lake Association at 522 
Pittock Block, Portland 5, Oregon. 
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“Family Circle” magazine is going all- 
out this month in promoting canned foods 
with a special 10-page food editorial fea- 
turing 23 canned food items including 
canned corn, which is used in four of the 
recipes. Tying in with the editorial treat- 
ment titled “February is the month of new 
food ideas” will be 26,000 display kits, 
1400 newspaper Ad. mats, 65 sets of color 
slides, and TV scripts, brochures, and 
advance news bulletins. In addition there 
will be 1500 consumer publicity releases 
about the February food editorial. The 
magazine is distributed by a group of 
chains representing about 40 percent of 
all of the food chain store volume. 


National Can Corporation—Robert S. 
Solinsky, President, has made official an- 
nouncement of the establishment of a 
new and modern can manufacturing plant 
at Green Bay, Wisconsin. The construc- 
tion of the plant is already in progress 
and it will begin production June 1 in 
time for the 1957 packing season in the 
area. Of major benefit to the packers in 
the area will be a sizable reduction in 
freight costs due to the establishment of 
the plant in Green Bay. Heretofore the 
company’s nearest can making facilities 
were in Southern Wisconsin. The new 
plant will have a daily capacity of well 
over 1% million cans, producing stand- 
ard size cans from 8 ounce to No. 10’s. 
The can making equipment will be pro- 
duced in National Can’s own can making 
machinery factory. 


Armstrong Cork Company will expand 
its glass container manufacturing opera- 
tions to include 120,000 square feet of 
new warehousing and shipping facilities 
at the company’s plants at Millville, New 
Jersey and Dunkirk, Indiana, where 
60,000 square feet are being added at 
both locations. 


I. S. Fellner has been named manager 
of purchasing for the West Coast opera- 
tion of the American Can Company, with 
headquarters at San Francisco, Calif. 


Pfaudler Merger — Mercer Brugler, 
President, and Donald A. Gaudion, Exec- 
utive Vice-President of The Pfaudler 
Company, Rochester, New York, and 
Morris Wolfe, President of the Pitmar 
Corporation, Baltimore, Maryland, have 
announced the acquisition of Pitmar as 
a wholly owned subsidiary by Pfaudler. 
The acquisition was negotiated through 
an exchange of Pfaudler stock. Pitmar 
has been the exclusive North American 
agent for the sale of Titan centrifuges 
manufactured by the Titan Corporation, 
Copenhagen, Denmark. The company’s 
operations include engineering the equip- 
ment for specific separating operations, 
assembly, installation and servicing. The 
acquisition represents an expansion of 
present Pfaudler operations through the 
sale of Titan equipment, as well as the 
opening of potential markets for Pfaud- 
ler equipment in associtaion with the 
Titan Centrifuge. 
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CANNERS EXCHANGE 
CELEBRATES GOLDEN 
ANNIVERSARY 


Coinciding with the Golden Anniver- 
sary of the National Canners Associa- 
tion, Canners Exchange is likewise in 
1957 celebrating its 50th Anniversary. 


Canners Exchange—known as the In- 
dustry’s Own Insurance Plan—issued its 
first policy in 1907. In these five decades 
the Plan has been an integral part of the 
industry, providing fire insurance at the 
lowest possible cost together with an out- 
standing rate engineering, fire protection 
and policy service. 


In conjunction with this Fiftieth Anni- 
versary, Canners Exchange is holding an 
anniversary luncheon on February 14, 
1957 to honor all policyholders who have 
heen insured continuously during the en- 
tire fifty years. These are: 


Illinois Canning Co., Hoopeston, III; 
Rossville Canning Co., Rossville, IIl.; 
Sveamore Preserve Works, Sycamore, 
Ill.; H. C. Hemingway & Co., Auburn, 
N. Y.; and Stokely-Van Camp, Inc., In- 
dianapolis, Ind. as successor to Hoope- 
ston Canning Co., Hoopeston, Illinois; 
Van Camp Packing Co., Indianapolis, In- 
diana, W. R. Roach & Co., Grand Rapids, 
Michigan and Gibson Canning Co., Gib- 
son City, Illinois, all of whom were origi- 
nal policyholders. 


In connection with this Fiftieth Anni- 
versary, Canners Exchange is preparing 
an Anniversary booklet, covering high- 
lights of past history and progress. This 
booklet will be sent to all policyholders 
and other associates in the industry. Any- 
one interested in this booklet can secure 
a copy without obligation by writing to 
Canners Exchange, 4210 Peterson Ave- 
nue, Chicago 30, Illinois. 


PFIZER SALES MEET 


Regional managers and field sales man- 
agers of the Chemid¢al Sales Division of 
Chas. Pfizer & Co., Inc., gathered in New 
York January 14 and 15 for a two-day 
sales conference aimed at crystallizing 
the sales plans for the months immedi- 
ately ahead. 


In recent months, new products com- 
mercially introduced by the division have 
included Biostat, an antibiotic formula- 
tion designed to give poultry the maxi- 
mum in “scientific freshness”; L-Lysine, 
an amino acid essential to nutrition; 
Isoascorbate acid, a low-cost antioxidant 
for the food and beverage industries; and 
Bi-Cap rice enrichment mixture, which 
when added to whole white rice restores 
to a nutritionally significant level the 
product’s vitamin and mineral content 
usually reduced by processing. 


The sessions were attended by man- 
agers of the Division’s four sales regions 
and members of the Brooklyn headquar- 
ters staff headed by J. Philip Smith, gen- 
eral manager, and Paul E. Weber, sales 
manager. 
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THERE IS SOMETHING 


new 
receptacle 


fillers 


SEE THE BERLIN CHAPMAN 
FILLER AT THE SHOW OR 


WRITE FOR DETAILS 


In our Booth No. 54 at the 50th Anniversary 
Convention and Canning Machinery and 
Supplies Show, Chicago, February 16-19. 
It is a machine for such products as olives, 
cherries, sliced pickles and the like .. . 


al d di 
g to 


all sizes and types 


of glass jars and cans . . . capacities up to 


200 receptacles per minute . . . made of 
stainless steel throughout—a high capacity 


unit. 


BERLIN CHAPMAN 
SCRUBBER-WASHER 


TO REMOVE 
SAND AND 
GRIT FROM 


VEGETABLES 
pacity 3 to 5 tons . FOR 
per hour .. . flex- FRESH-P. ACK 


ibie and adjust- 
able. Particularly 
adaptable for vegetables for fresh pack 


ad +o} 


to 


. . « brushes are adjustabl 


take care of the varying size of vegetables 
as they are being processed. Overall length 
12’6”; overall overall width 2’7”. 


Write for complete details. 


Food Processing Machinery Since 1909 


CHAPMAN 
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The people behind the oval 


The men and women of American Can Company contribute countless 
advances to the technology of canning, each of which in some way helps 
the canner improve his product or expand his market. + For example, 
Canco established the first chemical specifications for the tin plate used in 
canning cherries. By limiting the trace elements in such plate, cherries, 
berries, and other corrosive fruits are assured an extended shelf life. And 
from Canco laboratories recently has come a brand-new cherry product — 
spicy cherry sauce—for use with hams or other meats. + In laboratories, 
test kitchens, and factories Canco’s specialists are at work now developing 
new methods to help you improve your product, improve your sales! 


FIRST! 


AMERICAN CAN COMPANY New York + Chicago + San Francisco 
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STOCKS AND SHIPMENTS 
CANNED APPLES 
1955-56 1956-57 
(Basis 6 10s) 


Carryover, August 1........ 1,038,302 988,599 
Pack to January l1............ 3,103,270 3,124,074 
4,141,572 4,112,673 
Shipments to January 1.. 1,490,607 1,641,714 
Stocks, January 1.............. 2,650,965 2,470,959 


CANNED APPLESAUCE 


1955-56 1956-57 

(Actual Cases) 
Carryover, August 1.......... 4 3,75 1,833,641 
Pack to January 1............ 1,7 25 13,505,747 
4,179,375 15,339,388 
Shipments to January 1.. 5,445,369 5,5 4,371 
Stocks, January 1.............. 8,734,006 9,785,017 

CANNED SWEET CORN 

1955-56 1956-57 

(Actual Cases) 
Carryover, August 1.......... 5,321,519 2,145,512 
29,208,329 42,244,516 
34,529,848 44,390,028 
Shipments to January 1.. 14,028,685 17,720,059 
Stocks, January 1.............. 20,501,163 26,669,969 

CANNED PEAS 

1955-56 1956-57 

(Actual Cases) 
Carryover, June 1.............. 1,873,261 2,058,432 
Pack 31,222,312 33,093,977 
Shipments to January 1.. 18,219,483 18,859,604 
Stocks, January 1.............. 14,876,090 16,292,805 

CANNED TOMATOES 

1955-56 1956-57 

(Actual Cases ) 
Carryover, July 1.............. 2,762,181 2,362,454 
Shipments to Jan y 1.. 12,986,749 13,365,058 
Stocks, January 1.............. 10,307,881 15,527,619 


CANNED TOMATO JUICE 
1955-56 1956-57 
(Actual Cases) 


Carryover, July 1.............. 5,405,065 2,012,404 
Pack . 28,633,931 38,017,233 
Total Supplly 29,038,996 40,029,637 
Shipments to January 1.. 14,576,282 14,355,521 
Stocks, January 1.............. 14,462,714 25,674,116 


TOMATO CATSUP 
1955-56 1956-57 
(Actual Cases) 


farrvover, July 1.............. 2,699,457 2,849,787 


22,947,483 39.301,196 
Shipments to January 1... 12,316,564 12.576,422 
Stocks, January 1.............. 13,330,376 20,574,561 


CANNED CHILI SAUCE 
1955-56 1956-57 
(Actual Cases) 


MARKET 


Carryover, July 1 435,941 460,332 
Total 2,831,185 3,752,609 
Shipments to January 1.. 1,213,494 1,546,338 
Stocks, January 1.............. 1,617,691 2,206,271 
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NEW YORK MARKET 


Spot Trading Picks Up—Conservative In- 
ventory Policies Continue — Moderate At- 
tention To Tomatoes — Corn Moving — In- 
quiry For Peas, Beans—Applesauce Firm— 
Citrus Steady—Sardine Market Soft— 
Salmon, Tuna Unchanged. 


By “New York Stater” 


New York, N. Y., Feb. 1, 1957 


THE SITUATION — With waterfront 
strike uncertainties coming to the fore 
as dominant factors in near-term supply 
prospects, there has been a little pick-up 
in spot canned foods trading here this 
week. Distributors were rounding out 
inventories on some items, in anticipation 
of a better call. This is particularly true 
in the case of canned vegetables, where 
a tugboat strike threatens to sharply cut 
the flow of fresh produce to the metro- 
politan New York market. Distributors 
are not being carried away, however, and 
most of the restocking is in moderate 
quantities, for nearby needs. There were 
no price moves of major significance 
reported. 


THE OUTLOOK — It’s still a buyers’ 
market in the case of many canned foods. 
This situation has been aggravated to 
some extent by tight money and an un- 
derstandable inclination on the part of 
holders to consider bids to move carry- 
over merchandise so they can improve 
their liquid position in advance of 1957 
pack financing operations. Present indi- 
cations are that conservative inventory 
policies in all major channels of dis- 
tribution will be continued, at least for 
the first half of the current year. Any 
level off in the economic situation would 
tend to aggravate this condition. 


TOMATOES — Only moderate buying 
attention is reported in tomatoes this 
week. Tri-State packers were offering 
standards for prompt shipment at 95 
cents for 1s, $1.20 for 308s, $1.90-$1.95 
for 2%s, and $7.00 and up for 10s, f.o.b. 
canneries. Fla. packers were offering in 
better volume, with standard 1s avail- 
able down to 92% cents, 303s at $1.17%, 
2%s, at $1.90 and 10s at $7.00. 


CORN—A little buying of corn is re- 
ported, with Tri-State offerings of fancy 
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cream style at $1.20 for 303s, with extra 
standards at $1.10. Fancy whole kernel 
303s are held at $1.25, with extra stand- 
ards at $1.15 and standards at $1.10. 
Standard cream white corn is available 
in the Midwest at $1.00 for 303s, with 
extra standards at $1.05. Extra standard 
golden 303s list at $1.05. The various 
corn promotional campaigns now under 
way are helping retail movement to some 
extent, and the over-all corn situation is 
looking up. 


PEAS—Canners in the East are offer- 
ing standard 303 peas at $1.20, cannery 
basis, with extra standards at $1.30 on 
4-sieve and fancy 2-sieve commanding 
$1.85. Buyers are in the market in slight- 
ly better volume. 


BEANS—More inquiry is reported for 
beans, with cold weather cutting off ship- 
ments of fresh beans to some extent. 
Eastern canners hold standard round pod 
green beans at $1.15 for 303s, with extra 
standards at $1.25 and fancy at $1.50. 
Standard cut beans at Florida canneries 
are bringing $1.15 for 303s, with extra 
standards at $1.25 and fancy French style 
$1.50. 


APPLESAUCE — Buyers are showing 
more disposition to add to applesauce 
holdings, and are finding the market in 
fairly firm position. Canners in the east 
quote fancy 303s at $1.50, with an occa- 
sional offering at $1.45. 


CITRUS—With production running be- 
hind comparable totals for the past sea- 
son, there was a steady market in canned 
citrus products during the week. Can- 
ners are offering orange juice 2s at 
$1.22% to $1.25, with grapefruit juice at 
$1.05 and blended juices at $1.12%-$1.15. 
On grapefruit sections, fancy 303s in 
extra heavy syrup list at $1.62%, with 
fancy segments in heavy syrup at $1.60 
and broken sections at $1.42%. Fancy 
citrus salad 303s hold firm at $2.15. Trade 
replacement buying in canned citrus 
products has slowed, and distributors 
generally appear to be waiting until the 
season has progressed further before 
coming into the market in a large-volume 
way. 


SARDINES—Buying in anticipation of 
Lenten requirements has tapered off, and 
Maine sardine interests are launching a 
promotional drive in the southern states 
in an effort to boom sales. Maine sardine 
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MARKET NEWS 


canners are quoting the market at a 
range of $7.50 to $8 per case for quarter 
keyless oils, but the market is soft and 
susceptible to shading on a firm bid. Re- 
ports from California, however, note a 
continued strong sardine situation, with 
offerings very limited. 


SALMON—There was no change re- 
ported in the salmon situation during the 
week. Offerings remain on the short side, 
and any real buying movement would 
probably stiffen the market further. Dis- 
tributors, however, are operating with 
extreme conservatism on salmon this sea- 
son, and are obviously concerned over 
consumer reaction to high shelf prices in 
relation to competing canned fish prod- 
ucts—notably tuna. 


TUNA — Buyers are holding off the 
tuna market, after having taken care of 
anticipated Lenten requirements. It is 
not expected that the trade will come 
into the market to any extent for ex- 
pected summer needs until packing oper- 
ations expand on the coast, where some 
plants have shut down for equipment 
overhauls. Prices, however, continue 
steady on both the domestic and imported 


packs. 


CHICAGO MARKET 


Buying Quite Freely — Citrus Leads The 
Parade—Heavy Pineapple Shipments—Corn 
Firms Up — Tomatoes Moving — Products 
Shaky—Beets Unsettled—Peas Hard To Find 
— Kraut Firm — West Coast Fruits Scarce. 


By “Midwest” 


Chicago, Ill., Feb. 1, 1957 


THE SITUATION — This past week 
found Chicago buyers showing more in- 
terest in current offerings and buying 
quite freely. This despite a number of 
weak markets hanging over their heads 
which usually has an adverse effect on 
the average buyer’s thinking. Sales and 
shipments are moving along nicely and 
retail movement continues good which is 
really the factor that counts in any kind 
of a market. Tomatoes and tomato prod- 
ucts, all major items, are anything but 
strong and have done nothing to bolster 
the trade’s confidence. Corn appears to 
have hit bottom but certainly is a long 
ways from being strong when one con- 
siders the stocks still left to sell. RSP 
cherries just recently took a tumble and 
fancy grades of green beans, particularly 
Blue Lakes, have been slipping lately. 
Major items like these, when on the weak 
side, can usually throw a wet blanket on 
the buyer’s enthusiasm but they haven’t 
had that effect during the past two 
weeks. On the other side of the ledger, 
citrus continues to show much strength 
and prices are still going up. Pineapple 
sales have been heavy as January brings 
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an end to promotional discounts on cer- 
tain sizes and grades of pineapple and 
also brings higher prices on juice. Pea 
prices are not up but trying to find No. 
10 peas of any description is a mammoth 
task these days and shelf sizes are not 
far behind. These are the items which 
stimulate sales but regardless of any of 
these conditions the trade apparently are 
selling goods and under such conditions 
they have to replenish working stocks. 


CITRUS—This item continues to lead 
the parade and Florida canners report 
shipments of over one million cases dur- 
ing the past week. So far, higher prices 
have not hurt sales, in fact, they have 
stimulated buying in front of such ad- 
vances. Raw stock prices are still mov- 
ing higher and canners contend current 
prices on the finished product do not re- 
flect actual costs today. Prices this week 
moved to $2.80 on unsweetened orange 
juice in 46 oz. cans with blended up to 
$2.55 while grapefruit juice remains at 
$2.30. 


PINEAPPLE — Chicago buyers have 
not hesitated to get under cover on both 
pineapple and pineapple juice this month 
as they are going to cost more money 
after the first of February. Any ship- 
ments which leave the islands during 
January will carry current promotional 
allowances but not after the 31st. Any 
orders for juice placed in January for 
shipment during February will be con- 
firmed at the old price level. Further- 
more, the cooling off period for the dock 
strike is due to end shortly and the situa- 
tion does not look good. All of these fac- 
tors have made selling pineapple a much 
easier task and shipments are on the 
heavy side and will be for another thirty 
days. 


CORN—Prices on corn vary more now 
than they have for some time and this 
is more likely to be true on fancy grade 
than anything else. It’s still possible to 
buy so called fancy corn in 303s on the 
basis of $1.15 but some canners have al- 
ready decided to sit tight at $1.25. Fancy 
tens are now firm at $8.25 with some 
factors at $8.50. Corn has been moving 
very well in the face of bargain prices 
and considerable merchandising effort on 
the part of the distributors. However, 
it’s a big pack and a lot of cans must still 
be consumed. 


TOMATOES — Despite the weakness 
that is so apparent in tomatoes, the trade 
here are showing more inclination to buy 


or maybe it’s just because tomatoes are. 


moving better and they are forced to 
come into the market. In any event, 
standard 303s are selling at $1.25 without 
much quibbling while ones are moving 
at $1.00 and tens at $7.50. The situation 
on extra standards continues confused 
although it appears the bottom of the 
market is $1.40 on 303s and $7.75 on 
tens. 


TOMATO PRODUCTS—Prices on to- 
mato products of all kinds have been 
shaky right along and price cuts are 
quite common these days. Fancy juice 
is readily available at $2.35 for 46 oz. 
and 2s at $1.20 and most sales here are 
reported on this basis. Catsup too has 
come in for some price shading with 
fancy grade now offered at $1.75 for 14 
oz. and $10.50 for tens. Puree hasn’t 
escaped and can be purchased at $1.00 for 
ones and $6.50 for tens from local sources 
and rumors of even lower prices on the 
latter size are quite common. 


BEETS—tThis market has really gone 
to pot and all kinds of prices are heard 
in the Chicago market, some of them 
actually on the silly side. A lot of large 
beets last fall really put the skids under 
such items as diced, cut and large slices. 
The bottom is difficult to determine as 
some prices are not even within reason. 
Fancy sliced seem to be holding at $5.75 
to $6.00 for tens and $1.15 to $1.20 for 
303s and this variety is just about the 
only stable item in the entire line. 


PEAS—lIt would take a genius to find 
any Alaska peas in tens from local 
sources these days and that covers any 
grade or sieve size. Chicago buyers are 
learning with a shock that the merchan- 
dise just doesn’t exist and there isn’t 
much anyone can do about it until an- 
other pack rolls around. There are still 
a few fancy sweets that might be located 
but even these are tough to find. Prices 
don’t mean much on a market of this kind 
as it has resolved into a problem of find- 
ing something to buy. Shelf sizes are in 
better position but it would not surprise 
anyone now if they too turned up just as 
short before the new pack begins in Wis- 
consin next June. 


KRAUT — The general market con- 
tinues firm in the face of excellent sales 
although one or two of the smaller fac- 
tors have taken to price shading in an 
effort to capture more of the market. 
However, quality has become an import- 
ant factor in the case of kraut and new 
government gradings next month may 
make an even more important difference. 
Currently, prices are generally quoted at 
$5.15 for tens, $1.50 for 2%s and $1.10 
for 303s. 


WEST COAST FRUITS — Anyone 
with Cling peach halves in tens to sell 
could have a great time in Chicago these 
days as this item seems almost impossible 
to find. Sliced are more plentiful but, 
as usual, when one kind cannot be located 
that is what everyone wants. Apricots 
in tens are also very scarce and little 
is offered but the demand is good. The 
more popular counts and grades of pears 
in tens are not easily found either al- 
though there seems to be more available 
now than before. Judging by current of- 
ferings of shelf size fruits these sizes are 
in sample supply although prices in all 
sizes are unchanged. 
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MARKET NEWS 


CALIFORNIA MARKET 


Shipments Heavy—Stock Generally In Good 

Supply —- Tomatoes Move Freely — Spinach 

Pack Late—Pushing Asparagus—Good Ap- 

plesauce Pack—Sardine Season Ends, Pack 
Away Off—Salmon Unchanged. 


By “Berkeley” 
Berkeley, Calif., Feb. 1, 1957 


THE SITUATION — Shipping against 
orders placed earlier in the season has 
been quite heavy of late and has rather 
overshadowed new business, but the lat- 
ter is by no means being neglected. At 
the annual fruit and vegetable sample 
cuttings held last week in San Francisco 
many of the smaller operators reported 
that they had not made unusually large 
packs in 1956 and that their unsold hold- 
ings were not out of line. Statistics show, 
however, that some canners have much 
larger stocks in their warehouses than 
ever before and that there are compara- 
tively few items that buyers cannot 
easily locate. Freestone peaches are in 
rather heavy supply and prices have been 
revised downward to get action. Fruit 
cocktail is likewise plentiful and prices 
are now stabilized below opening lists. 
Some items in asparagus are also rather 
more plentiful than canners like to see, 
with new crop less than two months 
away. Just now, growers and canners are 
watching weather conditions and it may 
easily be that California crops may be 
lighter this year than last. Rainfall to 
date is less than one-half normal in most 
districts and at this writing snowfall has 
visited every section of the State, includ- 
ing San Diego, Los Angeles and the 
Sacramento and San Joaquin Valleys. 
Some damage has been reported, mostly 
to citrus fruits. 


DRY BEANS—The dry bean market 
continues to show an improvement with 
canners making larger purchases than 
in several months. Prices are advancing 
but are still well below those of a year 
ago, despite a smaller crop of many vari- 
eties. Small Whites, in which canners 
are especially interested have advanced 
to $7.75-$7.80 for the grades canners 
demand. No. 1 Large Lima beans are 
moving at a top of $10.75 per 100 pounds 
and No. 1 pink beans at $7.75. 


TOMATOES — Tomatoes and tomato 
products are moving off quite freely but 
the trade realizes that there can be no let 
down if the record packs of these are to 
be moved. An encouraging feature of 
sales is that many of them are for mar- 
kets new to the industry. Just now there 
is a special drive on tomato juice on the 
part of some canners with No. 2 priced 
at close to the $1.00 a dozen mark, 46-oz. 
at $2.25 and No. 10 at $4.60. 


SPINACH—New pack spinach of Cali- 
fornia pack may be somewhat later than 
usual in making an appearance, owing to 
the cold weather and lack of rain. One 
large operator, with canneries in Texas 
and Florida, and other States, has come 
out with opening prices on its featured 
brands. New pack Texas spinach is of- 
fered at $2.00 for No. 2%, $1.35 for No. 
303, 95 cents for buffet and $5.85 for No. 
10. Florida pack is priced at $2.17% for 
No. 2% and $1.47% for No. 303. 


ASPARAGUS—Some special drives are 
being made on asparagus to get stocks 
down before the new season gets under 
way. Fancy Colossal, Mammoth, Large, 
Mammoth-Large and Large-Medium in 
the No. 2 size, green tipped and white, 
sells at about $4.10, with Medium-Small 
running about 30 cents less. Often-in the 
past every size would be priced dif- 
erently. 


PEACHES—As evidenced at the recent 
annual fruit and vegetable sample cut- 
tings held in San Francisco, Elberta free- 


stone peaches ran to a rather wide varia- 
tion in quality last summer, with varia- 
tion in color the worst culprit. The fruit 
ran to large size and good flavor, but 
much showed dark color at the pit. Some 
of the best fruit has been selling of late 
at $3.40 for No. 2% fancy, and even $3.50 
for especially uniform fruit, but other 
lots have changed hands at $3.00. Most 
sales at the present time seem to center 
at the half-way mark between these ex- 
tremes. 


APPLESAUCE — California canners 
managed to make a good pack of apple- 
sauce last fall, despite the fact that the 
crop at Sebastopol was a rather light one. 
Fruit was secured from other districts 
not usually drawn upon. Most sales of 
No. 303 are made on the basis of $1.45 
for choice and $1.55 for fancy. One or 
two canners put out a price of $1.60 for 
fancy, but others did not follow. 


SARDINES—The sardine season in the 
San Francisco and Monterey areas came 
to a close on January 15 and no fish have 
been taken of late in the San Pedro-Long 
Beach district. The latest report avail- 
able, that of January 24, placed the catch 
as of that date as 30,909 tons for all dis- 
tricts. A year earlier the catch amounted 
to 73,583 tons. Pro rate deliveries of the 
canned item have been but about 50 per- 
cent with many canners. Featured brands 
of 1-lb. ovals in tomato sauce sold at 
$9.00 a case. 


SALMON — There has been little 
change in the canned salmon market in 
recent weeks, with a few sales attributed 
to the requests by railroads for increased 
transportation rates. Prices are at an 
all-time high, with this contributing to 
the demand for halves, instead of the tra- 
ditional No. 1 talls. Most Alaska reds 
seem to be priced at $33.00 for No. 1 talls, 
but featured brands are quoted at $34.00 
in some instances. 


DELICIOUS “NUTRITIOUS 
v ECONOMICAL CONVENIENT 


LOB! CANNING 


plants. 


THE CANNING TRADE - 


TRAVELING BILLBOARDS—As a packer with practically no 
private label business, and still wanting to tie in with promoting 
canned foods on their trucks, Lodi Canning Company, Lodi, Wis- 
consin, puzzled over the question until they attended the 1955 
Wisconsin Canners Convention and heard Hal Jaeger stress the 
point that canned foods are “delicious, nutritious, economical and 
convenient,” and thus they came up with their billboard. Ted 
Goeres, company Manager has had many favorable comments 
on their billboard, as shown,andsuggests that other independent 
canners follow suit. The tarpaulin and signs are easily removed 
for use of the trucks for other purposes during the canning sea- 
son, and the signs cost less than $100, he reports. Of course, he 
adds, the trucks should be clean and presentable vehicles out on 
the highway where people judge us, as well as clean and modern 
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